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IN STOCK FOR THE 
WINTER SEASON 


Also in stock 
4-HIST Syrup 
Contains Four Antihistamines 


4-HIST ‘D’ Syrup 
Four Antihistamines plus 
Phenylephrine HCI 


Glyceryl! Guaiacolate Syrup 
Theophylline Elixir 
Acetaminophen Drops 


PRIVATE FORMULA MANUFACTURING 


Liquids - Creams - Ointments 


Direct Inquiries to: R. A. LaForge, Ph.D. : 
Pharmaceutical Associates, 


Bivision of Beach Products, Inc 
P.O. Box 8695 e Greenville, SC 29604 

















Letustell you athing or two 
about your competitors. 














We've been telling them about you for years. 


Let us tell you the competitive information you need to know to make sound 
marketing decisions — things that are not available from any other source 
Things like details about specific magazines used, space sizes, ad costs, 
regional advertising breakdowns things like special computer tabs to 
break down the data you need the way that you need it or things like 
6-media summaries of national advertising investments by brand, company 
and Classification (the industry's basic source) 

You can order one service (for as little as $50), or several. To learn how LNA 
can best match your marketing needs, call Tom Miller at(212) 532-3331 


—_—]| The competitive edge. 





LEADING NATIONAL ADVERTISERS, INC., 347 MADISON AVE., NEW YORK, N. Y. 10017 
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